ABSTRACT • Wood processing and furniture manufacturing is one of the key industrial sectors in South-East European countries. Based on its share in GDP
INTRODUCTION 1. UVOD
When selecting the countries to be involved in this research, we chose 3 countries in South-East European region with a similar level of wood processing and furniture manufacturing in state economy. It was also decided to include countries of different status with respect to the European Union. Therefore Croatia, Slovenia and Serbia were included in this research. As all these countries have a very similar way of investigating media coverage of particular industrial and eco-nomic sectors within their countries, they could be easily compared.
The Republic of Croatia is located in South-East Europe with a total area of more than 56 thousand km 2 and with the population of 4.5 mil people. In Croatia wood represents a signifi cant raw material. The share of wood processing and furniture manufacturing in the Croatian GDP was about 2 % in 2007. The annual wood consumption in Croatia is more than 3. 4 mil m 3 and in the year 2007, the revenues were over 1 billion Euros with more than 25 thousand employees. (Source: Statistical Yearbook of Croatia)
Industrial production indexes show signifi cant decrease from 2007 to 2010. The same goes for wood processing and furniture manufacturing, since these industrial sectors are the fi rst to respond to any crisis, especially a global one. The main reason for this is the fact that wood processing and furniture manufacturing in Croatia are highly export-oriented. So, any disturbances in the global or European market have a significant infl uence on Croatian wood processing and furniture manufacturing (Jelačić, 2010) .
The situation with employment is almost the same. The total number of employees in wood processing and furniture manufacturing decreased from 25,000 in 2007 (which was 9.8 % of all employees in the industrial sector, and 1.67 % of all employees in Croatia) to 21,000 in 2009 (9 % in the industrial sector, i.e. 1.41 % of all employees). (Source: Statistical Yearbook of Croatia).
Economic recession has strongly infl uenced the operation of companies in the last several years. Its infl uence can be seen in all business fi elds, and hence also in the promotion activities of wood processing and furniture companies. At the moment, Croatia is in the process of ratifi cation of agreement and preparing to become part of the European Union in 2013.
The Republic of Slovenia is located west of Croatia with a total area of more than 20 thousand km 2 and with the population of 2 mil people. The share of wood processing and furniture manufacturing in the Slovenian GDP was about 1.5 % in 2007. In the year 2007, the revenues were over 1.5 billion Euros with more than 22.5 thousand employees.
Industrial production indexes also show significant decrease from 2007 to 2010. The total revenues decreased from 1.5 billion Euros in 2007 to 0.75 billion Euros. The total number of employees in wood processing and furniture manufacturing decreased from 22,500 in 2007 to 17.000 in 2010 and to 15,500 in 2011. Slovenia is a member of the European Union. (Source: Statistical Yearbook of Slovenia).
The Republic of Serbia is located east of Croatia with a total area of 88 thousand km 2 and with the population of 7.2 mil people. The global economic crisis affected badly wood processing and furniture manufacturing in Serbia, so the number of employed people in that industrial sector decreased to 29,300 in 2010, which was 1.63 % of all employed persons in Serbia. Serbia has just started the negotiation process with the European Union. (Source: University of Belgrade, Faculty of Forestry, Center for Marketing and Economics of Wood Industry).
MATERIAL AND METHODS

MATERIJAL I METODE
According to EFFIE index, 400 billion USD per year is spent on advertising and promotional activities in the world. That amount is increasing each year by 5 % at least (Žujo, 2011) .
Large amount of that money is invested into advertising and promotional activities on TV and printed media (newspapers, journals, magazines, etc.) (StasiakBetlejewska and Borkowski, 2007) .
In South-East Europe most of the adverts appear on TV, radio and in printed media, although other ways of promotion, such as billboards or brochures and flyers, cover a signifi cant share of the market. At the moment, the most successful promotions are those that cover several different ways of marketing, including social networks, such as Facebook (Žujo, 2011) . This paper focuses on promotional activities on TV and in printed media monitored by offi cial agencies for monitoring the promotion in the key media in Croatia, Slovenia and Serbia.
AGB Nielsen is the agency that monitors insertations of adverts on national TV channels (6 national TV channels) and Gross Rating Point (GRP) index of these TV channels. Insertation is the number of broadcastings of a particular advert on a TV channel.
IPSOS is the agency that monitors adverts in printed media and on the radio. Since they have just started monitoring radio stations, the data only covers printed media. The available data will be presented through fi nancial investments in promotion in different printed media.
The research period was from 2006 to 2011, and it covered the years of good economic conditions, the years of global recession and the years of new growth and development after the crisis.
To compare the share of the total number of insertations and the share of the total investments in promotion among Croatia, Slovenia and Serbia, the Analysis of Variance was used, popularly known as the ANOVA test. When using the ANOVA procedure, it is assumed that the data from each group follow a normal distribution and that the groups to be compared have homogeneous variances. If the variances are not all equal, the Kruskal-Wallis test (the nonparametric equivalent of the ANOVA test) should be used. Tukey HSD post hoc test was used to determine the signifi cant difference, if any, in the ANOVA (Troendle, 1995) . All analyzes were performed using the statistical package Statistics 7.1 (StatSoft Inc., 2006).
RESEARCH RESULTS
REZULTATI ISTRAŽIVANJA
Insertation is the number that shows how many times certain advert or group of adverts from a certain sector was broadcasted on a national TV channels. Table 1 shows the total number of insertations for the period 2006-2011 in Croatia, Slovenia and Serbia.
As shown in Table 1 , the total number of insertations in Slovenia and Serbia show constant growth year after year, while in Croatia the total number of insertations decreased in the year after the fi nancial crisis started in Croatia. Afterwards, it showed growth again. It is interesting to observe that the total number of insertations in Croatia is much less than in Slovenia, and even the Total Individual Universe (number of viewers) in Croatia is more than twice the Total Individual Universe in Slovenia (4.161.532 spectators in Croatia and 1.927.657 spectators in Slovenia). It is even more interesting since the number of national TV channels included in the research was 6 in Croatia, 5 in Slovenia and 19 in Serbia. Table 2 presents the share of the furniture, household appliances and household accessories sector in the total number of insertations.
As shown above, the share of furniture TV promotion is much higher in Serbia than in Croatia and Slovenia. However, these shares have different trends in individual countries. In Croatia, this share was growing until 2008, then it was decreasing until 2010, and in 2007 and 2011 it was almost the same. In Slovenia, it rapidly decreased in 2008, it starting growing again in 2010 and in 2011 it was at the level of 0.29 %. In Serbia, it was constantly decreasing and dropped from 1.60 % in 2007 to 0.67 % in 2011.
The following fi gures show the share of several sectors most often advertised on TV and of furniture, household appliances and accessories sector (Figures 1 to 3) , and then of furniture sector in particular ( Figures 5 to 7) .
According to Figure 4 , Kruskal-Wallis test shows that there is a signifi cant difference between the total number of insertations and that the difference is caused by data from Serbia. Table 2 and Figures 1 to 3 clearly show that the sector of furniture, household appliances and accessories did not have the position it deserved on TV channels. This especially applies to Croatia and Slovenia, since the share of this sector in TV promotion was from 0.20 % in Slovenia for 2009 to 0.74 % in Croatia for the same year. The situation in Serbia is a little bit better, since the share of furniture, household appliances Printed media promotion activities are monitored by IPSOS but not based the number of adverts in all Croatian, Slovenian or Serbian printed media, but based on money invested in printed media advertising according to the applicable price list in a particular newspaper or magazine.
Advertising is not monitored by sectors, e.g. on TV, but according to groups of products or production programs. Therefore, the printed media data differs from TV data, but nevertheless the state of promotion activities of wood processing and furniture manufacturing sector can be observed in three countries in question. The following fi gures show the share of fi nancial investments in printed media promotion by wood processing and furniture manufacturing and the share of some other commonly advertized sectors for comparison. Figure 11 and Post Hoc test (Tukey HSD test) clearly show that there is a signifi cant difference among investments in printed media promotion in all three countries.
As it can be observed from Figures 8 to 10 and Table 4 , the share of furniture manufacturing in the total investment in printed media promotion is much higher than the share of promotion on TV channels. For example, in Croatia, the share of promotion on TV channels was only 0.252 % for furniture and 0.503 % for the sector of furniture, household appliances and household accessories in 2011 (the smallest). The same share of promotion on TV channels was 0.628 % for furniture and 0.741 % for the whole sector in the year 2009 (the highest). At the same time, the share of furniture adverts in printed media was 1.129 % and 1.765 % for the whole sector in the year 2011 (the smallest), which is much higher than TV promotion. Furniture achieved the highest share in the year 2006 and it was 1.803 %, and this share for the whole wood processing and furniture manufacturing sector was 2.825 %.
A similar situation has been found in Serbia, where the share of furniture in printed media promotion is higher than in Croatia and it is between 2.50 % in 2011 and 3.28 % in 2009.
In Slovenia, the situation and the share of furniture in printed media promotion is similar to the situation on TV channels. The share of furniture in printed media is between 0.28 % in 2011 and 0.67 % in 2010, and this share is higher than the share on TV channels. As shown, the share of furniture in Slovenia is much lower than shares in Croatia and Serbia.
In terms of total values, Croatian companies invest in printed media promotion much more than companies in Serbia or Slovenia. This could be expected when comparing Croatia and Slovenia, since there are 
Figure 11
Comparison of the share of furniture in the total investments in printed media promotion between Croatia, Slovenia and Serbia Slika 11. Usporedba udjela troškova za promociju namještaja u ukupnim investicijama u promociju u tiskanim medijima u Hrvatskoj, Sloveniji i Srbiji more printed publications in Croatia than in Slovenia per capita. The difference between Croatia and Serbia in the total investments in printed media promotion could partly be explained by much lower prices in € for adverts in Serbia, as there should be much more printed publications per capita in Serbia than in Croatia.
CONCLUSION
ZAKLJUČAK
The industrial sector, such as wood processing and furniture manufacturing, obviously deserves a better place in the promotion business of Croatia and Slovenia. This applies especially to TV channels, since there is a saying "if it is not on TV, it doesn't exist". According to the share of wood processing and furniture manufacturing in national GDPs in the countries concerned (2 % in Croatia, 1.5 % in Slovenia), the share of this sector in TV promotion (0.5 % in Croatia, 0.3 % in Slovenia, 0.6 % in Serbia) is not satisfactory.
The main problem for the promotion of wood products in the Croatian media is the lack of working capital, so wood processing and furniture manufacturing companies decide to invest into something else instead of promotion activities. Another reason is that there is no lobby that would promote wood processing and furniture manufacturing as an environmentally friendly industry. Wooden clusters could and should improve this situation acting jointly in that direction. The battle between wooden clusters and PVC lobby regarding joinery (windows especially) is very hard and PVC is currently winning. However, this should be changed as soon as possible. Another way for companies to improve this situation is to join in a cluster based on production program and not regionally, so as to act together in promotion activities. This would be especially useful with respect to TV promotion, since it is much more expensive than printed media promotion.
